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influence of Chinese culture. This paper therefore focusses on the presentation of an innovative research model, which emphasises the moderating effects of culture on central constructs (quality, satisfaction and loyalty), by taking into account that Zhang et al. (2008) , claim in their cross-cultural review paper that it is crucial to apply theories other than those of Hofstede in the field of consumer service research.
7
Research Design
Success-factor research will be deployed to achieve the stated objective. The fundamental assumption here is that a few influencing factors have a significant impact on success. Thus, the cause-and-effect relationship of special success-critical determinants is shown. 8 Brand loyalty is set as the main success indicator, because of its great relevance to brand management, 9 due to the recommendations from an expert survey, 10 and the notion of : "There is increasing recognition that the ultimate objective of customer satisfaction measurement should be customer loyalty." 11 With regard to causes, variables are identified which strongly affect the success indicator, namely the success factors.
12
Both independent and dependent variables can occur in complex systems as non-observable (latent) variables, which is why structural equation modelling (SEM) is considered appropriate. 13 The empirical testing of hypotheses will be done by partial least squares (PLS); a statistical technique of SEM, which fits the project methodologically.
14
The determination of variables, and therefore the conceptualisation of the research model, is structured based on the key relationship between after-sales service satisfaction and brand loyalty, as well as on the automotive marketing mix. As a result, a comprehensive contemplation of possible variables is ensured. Additionally, culture is considered intensively, because it is a phenomenon which explains or influences consumer's assessment or behaviour. As well it is difficulty to reveal and to operationalise as explaining variables.
15
With regard to the concept of culture, most researchers agree that culture consists of explicit and implicit aspects, and therefore still use the concepta and percepta distinction introduced by Osgood in 1951. 16 Here, values are considered as the major element of culture and a crucial cause of behaviour, which is both widely shared in the cultural research field. 17 As values are causal, it is possible to operationalise them as moderating variables in order to explain how culture influences the way the Chinese perform when it comes to satisfaction and loyalty assessment. Due to the need to go beyond  There is evidence for the systematic relationship of value priorities to behaviour for China and particularly for consumer purchase behavior.
 Socially desirable responding (neither individual or group caused), does not confound the self reported-values, which might be crucial in the collectivistic China.
 Focussing on and comparing individuals and groups is possible because corrections to individual differences in use of response scales are applicable.
 The design is suitable for self-completion questionnaires and internet surveys.
Hypotheses and Research Model
Due to the length-limitation of this abstract, it is not possible to show in detail how and why the conceptual research model and the abbreviation of hypotheses took place, but figure 1 and 
Impact of After-Sales Performances of German Automobile Manufacturers in China in Service Satisfaction and Loyalty: With a Particular Focus on the Influences of Cultural Determinants
4
1st International Conference on Business Management 
No. Hypothesis & Relevant Literature
H1
The higher the after-sales service satisfaction, the higher the workshop loyalty.
H2
The higher the workshop loyalty, the higher the brand loyalty.
H3
The higher the perceived service quality, the higher the after-sales satisfaction.
H4
The higher the perceived dealer switching costs, the higher the workshop loyalty.
H5
The higher the perceived dealer switching costs, the higher the brand loyalty.
H6
There is a relationship between acceptable workshop distance and after-sales service satisfaction or workshop loyalty.
H7
The higher the brand image, the higher the after-sales service satisfaction.
H8
The higher the brand image, the higher the workshop loyalty.
H9
The higher the brand image, the higher the brand loyalty.
H10-H13
Perception of service quality, after-sales service satisfaction, brand loyalty and workshop loyalty is significantly influenced by culture, which means by at least one individual level value.
H14-
H17
Akin to H10-H13, but using the consolidated higher order value dimensions openness to change, conservation, self-transcendence and self-enhancement.
Source: Author's table.
Conclusions
This paper shows why and how the after-sales services of German automobile manufactures should be researched in China. An innovative cultural approach is implemented, in order to reveal how Chinese culture moderates the whole after-sales service business in terms of consumer behaviour. A profound research model and a set of hypotheses are elaborated, and the initial results will be ready for presentation at the ICBM conference in July.
